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Pictured at the VistaVision demonstration in Toronto are Oscar Morgan, general manager of Paramount’s Short Subjects and Newsreels; A. W. 
Schwalberg, president of Paramount Film Distributing Corp., Gordon Lightstone, Paramount’s Canadian general manager, J. F. Fitzgibbons and Loren 
Ryder, head of Paramount studio’s engineering department. 


VISTAVISION 
EXPLAINED BY 
STUDIO EXPERTS 


istaVision, Paramount’s start- 
lingly realistic new process of mo- 
tion picture production and presen- 
tation, had a smashing impact in its 
only Canadian demonstration at the 
Imperial Theatre, Toronto. The 
demonstration of Paramount’s new 
process was made before an enthu- 
siastic audience of over one thous- 
and theatremen, motion picture 
executives, press and magazine edi- 
torial writers, radio and television 
writers and commentators. The au- 
dience was drawn from as far West 
as Vancouver and as far East as 
Halifax. Even American exhibitors 
from Buffalo, Rochester, Batavia 
and many other points on the south 
shore of Lake Ontario turned out 
for the 9.30 a.m. showing. 


VistaVision’s Canadian demon- 
stration was preceded by an ex- 
planatory period. Gordon Light- 
stone, Canadian general manager, 
welcomed the guests of the invita- 
tion affair and introduced the Chair- 
man of the Board of Paramount 
Pictures, Adolph Zukor. Mr. Zukor 


read a statement from Barner Bala- . 


ban, President of Paramount Pic- 
tures and then presented Loren L. 
Ryder, head of research, Paramount 


pared picture presentation on the 
big new screen of Famous Player’s 
Flagship, the Imperial, which ca- 
pably showed the startling clarity, 
sharpness and life-like color values 
of VistaVision. 

The demonstration showed, in 
simple changes of various picture 
sizes, the extra value of Vista- 
Vision’s full screen size which per- 
mits it to be enlarged to the full size 
of screen that the theatre can ac- 
commodate. 

During an intermission between 
the first and second parts of the 
VistaVision demonstration, a tech- 
nical talk was given by Dr. Charles 
Daily of the Paramount studio re- 
search staff. Following Dr. Daily’s 
remarks, selected scenes of the first 
two pictures so be filmed in Vista- 
Vision were shown—“White Christ- 
mas,” Irving Berlin’s technicolor 
production starring Bing Crosby, 
Danny Kaye and Vera-Ellen; and 
“Three Ring Circus,” a Hall Wallis 
technicolor production starring 
Martin and Lewis with Zsa Zsa 
Gabor and Joanne Dru. 

Following the demonstration 
films, Mr. Zukor made some con- 
cluding remarks and a suggestion 
for exhibitors who might want to 
ask questions on VistaVision to 
meet fora question and answer per- 
iod later in the morning. 

Immediately after the demonstra- 


Studios, under whose direction Viet gle ore Ryder and Dr. Daily 


Vision was developed and perfected 


‘displayover a question and answer 


Following Mr. Ryder’s expr meyp for the press, radio and 
a 


tion of VistaVision’s background,~ 
the audience saw an especially pre- 


ici 


in 
all media. 


oe which was well repre- 


sented WY 
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SERVICE WORK OF B.C. MANAGERS 
REACHES HIGH POINT IN JUNE 
WITH OPENING OF BOYS’ CAMP 


The Famous Players Theatre 
Managers’ Association of British 
Columbia will reach the high point 
in their organization in June when 
a hospital unit of a boy’s camp is 
opened, 


The organization is made up of 
15 honorary members and 15 active 
members headed by Charlie. Doctor, 
manager, Capitol theatre, Vancou- 
ver. Dick Letts, Strand theatre, 
Vancouver, is vice-president and 
Wally Hopp, International Cinema, 
Vancouver, is secretary-treasurer. 
All were recently re-elected. 


Main objective of the organiza- 
tion to give some small assistance to 
community work such as the Van- 
couver Boys’ Club Association. 
They assist the four Vancouver 
units of the association, and besides 
the hospital unit, on which they 
have made an initial payment of 
some $800, they plan projectors, 
and possibly screens for the local 
clubs. 


“In helping this movement, we 
feel we are contributing a little 
toward the defeat of hoodlumism, 
vandalism and juvenile delinquency 
in general, Theatres seem to suffer 
probatly more than any other busi- 
ness from’ this condition,’ com- 
ments Charles, 
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The association was formed in 
January, 1946, and the boys raise 
their money through an annual ball 
and the odd stag. 


The boys say they have a lot of 
fun out of it, besides being able to 
do some good work for the com- 
munity. 

A commendable organization in- 
deed. Congratulations, boys! 


COURTESY CARDS 
AID TOURISTS 


Tourists to Moncton, N.B., will 
find seeking entertainment an easy 
matter. They will direct themselves 
to the Paramount theatre. 


Reason. Murray Lynch, manager, 
arranged for a printed card, with 
information on the theatre’s pro- 
grams to be placed in hotel rooms 
and tourist cabins in and around 
Moncton. The cards to be printed 
on colored stock, will number 5,000 
for the initial run, and inside is in- 
formation on Maritime Highways. 


In sending along the information 
of his plan, Murray said he was 
hopeful that there would be other 
Maritime theatres interested, and 
would want the card. 
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PARAMOUNT'S VISTAVISION 
DEMONSTRATED IN TORONTO 


ADOLPH ZUKOR TALKS TO THEATREMEN 
VISTAVISION DESCRIBED IN 4 WORDS: 
QUALITY- SIMPLICITY - FLEXIBILITY -ECONOMY 


ADOLPH ZUKOR 


When Paramount unveiled Vista- 
Vision for the first time in Canada, 
Adelph Zukor, chairman of the 
Board of Paramount Pictures Cor- 
poration, attended the opening. He 
was accompanied by Loren Ryder, 
chief of research at the Paramount 
studios and his assoctate, Dr. Charles 
Daily; A. W. Schwalberg, president, 
Paramount Film Distributing Cor- 
poration; Oscar Morgan, short sub- 
ject sales manager and Robert Ru- 
bin, assistant to Barney Balaban. 
Mr. Balaban had expected to be 
present at the Canadian demonstra- 
tion but was unable to make the 
trip and Mr. Zukor took over and 
read Mr. Balaban’s speech which 
follows: 


Exhibitors and Friends: 


On behalf of Paramount Pictures 
Corporation, it is my very great 
pleasure to welcome you to this, the 
first demonstration of VistaVision 
in Canada. This is a happy occasion 
for me for many reasons. I derive 
great personal satisfaction in coming 
to Toronto to meet my great and 
good friend John J. Fitzgibbons, 
His statesmanlike leadership has 


brought many friends to the Cana- 
dian industry. 


I also see here in the audience, 
business and personal friends of 
many years’ standing, and my mind 
goes back to an earlier day when the 
shape of our activities in Canada 
was at the crossroads. In many cases 
decisions were made at that time, 
which, apart from their financial 
considerations, relied to a great ex- 
tent upon the good will, trust and 
mutual confidence between our as- 
sociates to the north and ourselves. 
The passage of the years has proved 
beyond our fondest hopes that this 
good will, trust, and confidence was 
well merited. There are many of 
you present here today who in those 
years stood up to be counted and 
were not found wanting when unity 
was essential in the solving of our 
problems. I recall telling you then 
of some of the dreams we had for 
our Company which would result 
from that unity. As we view our 
respective enterprises today, I know 
you will agree that these dreams 


have been fulfilled. 


DREAM FULFILLED 


And so, with this background of 
our relationship, it gives me added 
satisfaction to present to the Cana- 
dian industry one more dream which 
is fulfilled today with this demon- 
stration—one more contribution of 
Paramount along the road to pro- 
gress. 


This dream is called VistaVision. 
It resulted from the arduous think- 
ing, planning and executing of men 
of vision in our Company, and par- 
ticularly through the efforts of 
Y. Frank Freeman, the head of our 
Studio and Loren Ryder, who is in 
charge of our engineering and re- 
search, and his associates among 
whom is Dr. Charles Daily, who is 
with me here today. 


Their goal at the beginning, their 
goal throughout its devetooment 
has always been, and the objective 
today still is the ultimate presenta- 
tion on the screens of every theat 


in the world of whatever size or-\ 


shape, the sharpest, clearest, most 
exciting projection, and the most 


brilliant definition this industry of 
ours has ever known. We believe 
we have achieved this result through 
a process of incorporating all of the 
new qualities and values in the film 
negative itself, thus making possible 
its being shown on standard equip- 
ment in all theatres, and what is 
equally important, with nominal 
capital expenditure by exhibitors. 


4-WORD DESCRIPTION 


This process eliminates grain and 
fuzziness and provides the picture 
with complete definition of focus 
and projection. People and objects 
can now be photographed as seen by 
the human eye and a more normal 
grouping of acting and scenes is 
now permitted. There need be no 
abnormal limitations, because in 
VistaVision, proper height of the 
screen image is maintained in re- 
spect to screen width. 


I like to think of VistaVision as 
being described by four single 
words: QUALITY —SIMPLICITY 
— FLEXIBILITY — and I am sure 
you are interested in no small way 


in the fourth word —ECONOMY. 


VISTAVISION’S SIMPLICITY 


Its simplicity lies in the fact that 
you need only a standard screen of 
good quality and preferably seam- 
less, and one that is as high and as 
wide as you can install thereby in- 
suring an aspect ratio of 1.85 to 1, 
or 2 to 1; you will need a good 
standard \ens of focal length proper 
to fill that screen; and a standard 
lamphouse providing a light source 
adequate to illuminate it. It is 
flexible in that for those theatres 
that are exceptionally wide and 
where the exhibitor desires to pro- 
ject through variable prismatic ex- 
pender lens such as the Tuschinsky 
lens, Paramount will make squeeze 
prints available for use with lens in 
the aspect ratio of 1.85 to 1 or 2 to 
1. This, of course, is in addition to 
the conventional standard prints 
which will be used by the vast ma- 
jority of theatres, 
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film. It is Paramount’s position 
that directional sound, especially for 
very wide screens and for use with 
particular types of pictures, is a de- 
cided plus factor in both picture en- 
joyment and as an added exploita- 
tion value. We believe that of all 
the systems to date, single track 
Perspecta Stereophonic Sound is 
simpler and less costly in every re- 
spect than the four track magnetic 
sound and in all practical consider- 
ations that the results are approxi- 
mately the same. We believe a 
berter show will result. I want to 
make it perfectly clear that while 
we urge you to play our pictures 
with directional sound, you are 
under no obligation to do so. Start- 
ing with “White Christmas” our 
prints will be compatable so that 
they can be played either with di- 
rectional 3-horn sound or with the 
conventional standard system with 
which your theatres are presently 
equipped. 

And last, but certainly not least, 
VistaVision is economical. The use 
of standard projection equipment— 
the non necessity of special installa- 
tions — make the element of econ- 
omy self-evident. Every theatre 
which is equipped with a maximum 
size screen, a lens to fill that screen 
and standard booth equipment ade- 
quate to illuminate it, is a theatre 
which is already equipped to show 
VistaVision films without one cent 
of added expense. 


THEATRE MAINTENANCE 


Just one more thought on the 
maintenance of your theatres. All 
of the wonderful technical develop- 
ments, the finest stories, the best 
casts, the most dazzling color, and 
the greatest production values in 
the motion picture will all be a 
waste and utterly meaningless if the 
customer who pays his money at the 
boxoffice is compelled to see the pic- 
ture in an ill-kept house on an old 
and wrinkled screen, upon which 
the film is projected through poorly 
lighted, old fashioned and worn out 
equipment, 


This is a great, great opportunity 
(Continued on Page 4) 
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to further stimulate and sustain the 
renewed interest of the public in 
moviegoing. This is a joint enter- 
prise. We are doing our part, and 
you in turn must do yours. Let us 
together, therefore, capitalize on 
these great recent innovations to 
Our mutual benefit and carry the 
tradition of fine entertainment for- 
ward into every theatre—large and 
small — in this great country of 
yours and throughout the world. 


STORY IMPORTANT 


Of course, we all know that ex- 
cellent projection alone will not do 
the trick. An interesting story — 
whether it be comedy, drama, ad- 
venture, or epic is still the all im- 
portant thing. At our studio, men 
are devoting all of their time in a 
constant search for story properties 
and casts with ingredients which 
will continue to make for high qual- 
ity. This is the only thing the public 
will continue to pay for and which 
will fill your seats. Paramount will 
continue to do its utmost to bring 
you as many of this type of motion 
picture product as we possibly can. 


GIRL’S YEN AS 
MANAGER RESULTS 
IN STORY PIX 


n Charlie Doctor, manager, Capitol 
be hetrc. Vancoueer, co-operated 


with the Vancouver Sun in its sup- 
pressed desires contest, and guess 
who he got as a substitute for his 
job. A six-year-old girl. 


Her first deed at the theatre, the 
day she took over, was to sign passes 
for her mother and her sister. 


The co-operation Charlie gave 
the newspaper resulted in a second 
front layout of pictures and story 


ox of the little girl in action at the 


' 


theatre. 


. The girl received inspiration for 
her desire from a visit to the theatre, 
where no doubt she was impressed 
by the smooth-running of Mr. 
Doctor’s theatre. From her pass- 
Signing activities, she moved over 
to the candy-counter to check the 
stock with Mrs. Jean Humen. But 
as she checked operations, she 
glanced inside the auditorium to 
make sure all was under control. 


Then it was up to the projection 
booth to discuss matters with 
veteran projectionist Ed Marshall. 
While there, the girl was allowed to 
push buttons which closed the pink 
curtains of the Capitol. 


Then back downstairs again to 
look around again, and she resigned 
her job. Charlie Doctor was once 
more in control of the Capitol ~ 
theatre. 


—" 
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SUCCEED ZORN 


JIM McDONOUGH 


Two key executives of Famous 
Players have tendered their resigna- 
tions to Mr. Fitzgibbons to become 
effective in July. They are Edward 
A. Zorn. District Supervisor of the 
Prairie Provinces and Robert S. 
Roddick, Maritimes District Super- 
visor. 

They will be succeeded by two 
young men from within our own 
organization. John Ferguson of the 
Winnipeg office has been named Mr. 
Zorn’s successor and James Mc- 
Donough of the Tivoli theatre, 
Hamilton, will succeed Mr. Rod- 
dick. 

Mr. Fitzgibbons announced the 
important changes at a recent 
luncheon in honor of Adolph Zu- 
kor, Chairman of the Board of 
Paramount Pictures Corporation. 
Mr. Zukor and other executives of 
Paramount visited Toronto to at- 
tend a demonstration of Vista- 
Vision. 

“Mr. Zukor is the original charter 
member of Famous Players’ 25 Year 
Club,” said Mr. Fitzgibbons. ‘Fa- 
mous Players Canadian is his baby. 
He gave it the name which it still 
bears. If Paramount and Famous 
have been successful it is because of 
Mr. Zukor’s absolute demand 
through the years for quality in 
product and performance. 

“Two of our very important men 
have reached the time in life when 
they want to retire,” said Mr. Fitz- 
gibbons. “Mr. Zukor will well re- 
member the magnificent job Ed 
Zorn did for our theatres in the 
States. Zorn came up here some 15 
years ago to join us and he has made 
an outstanding contribution to the 
success of Famous Players. To re- 
place him was quite a problem and 
Tamgsking all our men to give his 


suc’.,<r the same loyal co-opera- 
siod th Spgave Ed Zorn. 
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AND RODDICK 
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JOHN FERGUSON 


“Bob Roddick has been with us 
more than 30 years,” said Mr. Fitz- 
gibbons. “I couldn’t find words to 
express our appreciation of the job 
he has done, particularly in the 
Maritimes. Through his fine public 
relations work he has won for our 
industry the respect of the people of 
the Maritimes. He, too, will be a 
difficult man to replace and the re- 
tirement of these two key men will 
be a great loss to Famous Players.” 


JOHN FERGUSON 


John Ferguson, Supervisor of 
Construction and Maintenance for 
the Prairie Provinces, was born in 
Glasgow on September 20, 1908, 
and came to Winnipeg at the age of 
2. He’s lived in Winnipeg ever 
since. John got into show business 
as a delivery boy for Perkins Elec- 
tric Co, in Winnipeg and was then 
hired by the late Clare Hague to 
work in the Canadian Universal 
Films exchange. 

After some time with Universal 
Joha took out a license as a projec- 
tionist and got his first booth job in 
the Starland theatre, Winnipeg. He 
first became associated with Famous 
Players in 1939 when he moved to 
the booth of the Tivoli theatre. He 
was for 3 years with Dominion 
Sound as an engineer and re-joined 
Famous Players in 1945 as assistant 
to the late Vic Armand, whom he 
succeeded as Supervisor of Con- 
struction and Maintenance. 


JIM McDONOUGH 


Ja:nes McDonough was born in 
Dublin on December 16, 1909. His 
family moved to Canada when Jim 
was 11 years old and settled in 
“Kingston. After graduating from 
high school Jim joined the Standard 
Bank there as a junior and had been 
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moved up to assistant accountant 
when a bank merger left him with- 
out a job. He joined Ernie Smithies 
in 1930 as treasurer for three Kings- 
ton theatres which Ernie at that 
time supervised. 

Jim graduated into management 
at the Capitol theatre, Cobourg and 
has since managed the Royal, Wood- 
stock, Grand and Palace, London, 
Royal and Palace, Guelph and he 
opened the Grand theatre, Galt. He 
was assigned to the Tivoli theatre, 
Hamilton, 8 years ago. 

Both Johnny Ferguson and Jim 
McDonough <re extremely popular 
with the theatremen in their terri- 
tories who respect their exceptional 
abilities and the Famous Family 
congratulates them on their promo- 
tions and wishes them every success 
in their new fields. 


K. FITZGIBBONS 
MARRIED IN QUEBEC 


His many friends in the Famous 
Family, particularly on the West 
Coast, will be happy to congratu- 
late Kevin Fitzgibbons on his re- 
cent marriage. He was married on 
May 22nd to Kathleen Elizabeth 
McEvenue of Toronto. The cere- 
mony was performed by Rey. 
David Stanley in Notre Dame de 
Bonsecours Church, Montebello, 
Quebec and the reception was held 
in the Seigniory Club in Monte- 
bello, Arthur Fitzgibbons, his twin 
brother, was best man, and among 
the ushers were John Jr. and Eugene 
Fitzgibbons. 

Kevin Fitzgibbons was associated 
with Frank Gow and Maynard 
Joiner in the Vancouver office where 
he handled exploitation and other 
assignments. Later he joined The- 
atre Confections Ltd. and opened 
and operated the Vancouver branch 
of that company. 

Recently he returned East and 
joined Cronyn, Pocock and Robin- 
son Ltd. of London, Ont. Mr. and 
Mrs. Kevin Fitzgibbons will make 


their home in London. 


BORLAND BOOSTS 
RECEIPTS PROFITS 


A week’s run of ‘Here Come the 
Girls” at the Dominion theatre, 
Vancouver, gave manager Dave 
Borland record receipts and profits. 
Reason for the success, believes 
Dave, was the promotion put behind 
the film. 

Displays on the Bob Hope serial 
in the Saturday Evening Post gave 
Dave an opportunity of selling the 
picture. He obtained 40 locations 
comprising bookstands, cigar stores, 
and music stores. All the delivery 
trucks of the distributing company 
carried material on the picture. 
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‘UNCLE JIM’S PLAN AT LAKEHEAD 
HELPS TWO KIDS & WHOLE INDUSTRY 


A thousand or more children 
attending the Royal and Lyceum 
theatres in Fort William and Port 
Arthur, Ont., are giving two young 
Korean boys new hope in life. 

The children have been organized 
by Jimmy Cameron, Lakehead 
supervisor, into the “Recess Time” 
Movie Club, and through the Foster 
Parents Plan for War Children are 
sending $15 a month for each of the 
Koreans, Yoo Byong Yong, 13, and 
Chu Myung Joon, eight. 

The plan, inspired by the picture 


The children have come up with 
ingenious ways of raising money for 
their less fortunate friends. The 
whole Lakehead has been caught in 
the enthusiasm for the fund. One 
group of children organized a show 
in their house, charging admission, 
while another group is setting up a 
lemonade stand. 

Promises of silver dollars were 
made by “Uncle” Jim to those 
children with the most unique 


method of raising money. A box in 
each of the theatres’ lobbies bearing 


later drafted into the army. The 
family was left without provision, 
and the father was never heard of 
again. Young Chu wants to be an 
army general. 


The kids at the Lyceum are look- 
ing after Yoo Byong Yong, 13, who 
also wants to be a soldier so as to 
help his country. At two, Yoo’s 
father died. Although the family 
was left in fairly comfortable cir- 
cumstances, they too were hurt 
with the advent of the Communists. 
Life became unbearable and the 
family fled to Seoul. Yoo’s older 
brothers were drafted into the 
army, and nothing was heard of 
them. Yoo’s mother was forced to 


A group of interested Club Members watch with interest as the youngest Club Member present is assisted in putting in 
her two coppers for the adopted Korean boy, while Manager K. Keehn points out important announcement on the lobby 
Bulletin Board. Linda “‘earned” her donation money by sharing, without being asked, her popcorn with another little girl. 


“Little Boy Lost”, was suggested 
last fall at the convention by Jimmy 
Nairn, and “Uncle” Jim, as he is 
known, has put it to work at the 
Lakehcad. 

Members of the club meet each 
Saturday at the two theatres and 
contribute the money for each of 
the “adopted” children to provide 
them with food and clothing. Both 
groups favored the adoption of 
boys. 


NICKELS AND PENNIES 


“Uncle” Jim insists the children 
collect the money they donate to 
the fund, be not from household 
chores they may do, but from work 
they may do for neighbors. With 
the nickels and pennies thus col- 
lected, two children are being fed 
and clothed. 


a picture of the child adopted by 
that particular theatre club receives 
the donations. 

The plan, says “Uncle” Jim, 
“Gives a guy an awful good feeling 
working on a project like this, 
doesn‘t it?” 


THE BOYS 


Chu Myung Joon is an eight- 
year-old boy born in Japan who re- 
turned to Korea with his family 
after liberation, He was adopted by 
the Royal and his story is a moving 
one. His father managed a rice shop, 
but war put an end to his family’s 
peaceful life, and they fled south. 
Returning to their home, they 
found it ravaged by fire, and two 
months later, they were driven out 
again, going to Pusan, where the 
father worked as a laborer, and was 


take refuge in Pusan where life was 
difficult with countless other per- 
sons facing the same problems. 
Crude shelter, with a minimum of 
food and clothing are provided them 
at a refugee camp. 

Those are the stories 
children being helped by the Lake- 
head theatres. How many more 
children could be helped by movie 
clubs organized across Canada? 


® 
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‘ACK’ TIESSANSCO 
TO ‘LONG TRAILER’ 
The week Ivan Ackeryt manager, 
Orpheum theatre, Vancouyyr, play- 
ed “The Long, Long nh Vics 


tained a full page from the Vakcou- 
ver Province, tieing in the Al:sco 
color of the picture. > 


of the. 


What space wasn’t devoted to 
Ivan’s for Ansco equpiment, was 
devoted to stories on the picture. 

Ivan arranged with a number of 
photographic stores in Vancouver, 
through the Ansco company, to co- 
operate in a page of advertising de- 
voting their space to Ansco and the 
picture. 

Readers were then invited to clip 
a coupon from the page and fill in, 
depositing same in a box at any 
branch of a chain drug store. Prizes 
were awarded from the stage of the 
theatre. 


MIKE KING BOOMS 
‘MOGAMBO’ 
ATTENDANCE AT 
SUBURBAN HOUSE 


Second highest attendance at the 
Alhambra theatre, Toronto, was 
scored during the run of ““Mogam- 
bo” and ‘Faithful City,” reports 
Mike King, manager. 

For his front, Mike hung large 
attractive cut-out letters on the 
readograph; mobile “Mogambo” 
letters were hung from beneath the 
marquee, while a ‘Mogambo” 
standee was placed at the entrance. 
A one sheet on “Faithful City” was 
placed in an easel frame. 

Effectiveness of an ad in the 
Daily Hebrew Journal for “Faithful 
City”, a picture on Israel, was dis- 
covered by Mike who offered a pair 
of passes in his ad to lucky numbers. 
The numbers of the ticket had to 
coincide with numbers posted on 
the door, and the persons were to 
bring the ad with them. Many 
clutched the ads to win passes to 
the theatre. 

Mike contacted various religious 
groups in the city who would be in- 
terested in the film on Israel. 

For his second Saturday matinee, 
Mike gave away 400 gorilla masks 
in school yards with copy plugging 
““Mogambo.” The throwaways were 
not artistic, but the children’s at- 
tendance was high. 


SEEKS CHARM BEAUTY 


Joe Lefave, manager, Capitol the- 
atre, Windsor, ran a contest for 
“Rose Marie” only. Anyone in 
Windsor whose name was ‘Rose 
Marie” was invited to send their 
photograph to the theatre. 


Winners were selected purely on 
charm and beauty, regardless of 
age. Prizes were passes to the the- 
atre. 

To back up his campaign on the 
picture, Joe arranged for space in 
the papers in the way of off-theatre 
page scene mats, displays in music 
stores and stories in the paper. 
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CHARLIE DOCTOR WINS 
QUIGLEY AWARD AGAIN 


Charlie Doctor’s done it again! 
For the second time in competition 
with showmen from every part of 
the United States, Canada, South 
America and Great Britain Charlie 
won the Quigley Award making it 
the fourth time this great honor has 
come to Canadian showmen — and 
what is more gratifying — the 
fourth time to Famous Players’ 
showmen. Ivan Ackery, Charlie’s 
friendly rival in Vancouver, also 
won the Award twice. 


But success and fame carry a 
penalty, The Motion Picture Her- 
ald has ruled that no competitor 
may win the Quigley Award more 
than twice so now it’s up to some 
other Famous Players men to help 
perpetuate the fame of our com- 
pany as having the world’s greatest 
showmen. This ruling won’t slow 
Charlie and Ivan because every year 
there are several contests sponsored 
by major companies in which these 
boys can enter and win cash prizes 
as they have in the past. For in- 
stance, these’s a “Rob Roy”’ contest 
sponsored by Walt Disney, on the 
way now. It is announced elsewhere 
in this issue. 


[In~the meantime, Charlie Doctor 
and his charming wife, May, are on 
vacation and flew into Windsor 
where Charlie picked up a new car. 
They motored to Toronto on their 
way to New York where they will 
visit Martin Quigley and film exec- 
utives and will then continue on 
their vacation jaunt by motor back 
to Vancouver. 


During their day in Toronto Fa- 
mous Players held a luncheon in 
honor of Charlie and May which 
was attended by Head Office execu- 
tives, heads of all the film com- 
panies and their publicity men. 


“For writing there’s the Pulitzer 
prize, for acting there’s the Oscar 
and for men in the motion picture 
exhibition field there’s the Quigley 
Award for showmanship,” said 
R. W. Bolstad. ‘Charlie’s won the 
showmanship award twice and we 
in Famous Players are very proud of 
the honor he has brought his com- 
pany, his country and himself. 

Mr. Bolstad, on behalf of Mr. 
Fitzgibbons who was out of the 
city, and the other executives of 
the Company, congratulated Charlie 
on his victory and presented him 
with a cheque. 


Peter Myers, Canadian General 
Manager of 20th Century-Fox, as 
president of the Canadian Motion 
Picture Producers and Distributors, 
brought greetings from his organi- 
zation and congratulated Charlie 
on again winning the award. He 
stressed the importance of the type 
of exploitation done by Doctor and 
other managers. “Our business is 
better, not because pictures are that 
much better but because the mana- 
gers have greatly improved their 
selling campaigns,” said Mr. Myers. 

Bob Eves, Western Division Man- 
ager, acted as toastmaster and, in a 
modest speech, Charlie Doctor 


‘thanked those present for the honor 


they had done him. 


JIM FUSTEY’S 
GROUNDWORK MAKES 
CAMPAIGN EASY ON 
‘CONQUEST EVEREST’ 


Before the opening of “Conquest 
of Everest” at the Osborne Cinema, 
Winnipeg, manager Jim Fustey 
made sure he had all the ground- 
work well-prepared. And that plan- 
ning paid off with the picture doing 
SRO business. 


Jim’s first big step was to hold a 
screening of the picture for mem- 
bers of the press, with favorable 
results in both Winnipeg papers. 
One of the movie columnists in the 
city with a radio program went so 
far as to give additional time to the 
picture, picking it as the top picture 
of the week. 


One of the best sales points for 
the picture was a long three-column 
story under the by-line of a Winni- 
pegger who is chairman of the 
Winnipeg Alpine Club. The story 
on the ‘Tribune’s entertainment 
page, paid glowing tribute to the 
picture, 


Another screening was held by 
Jim, inviting educational bodies, 
with invitations being sent to mem- 
bers of the school board, members 
of the Catholic school board, ex- 
ecutives of the natural history 
society, president of the Winnipeg 
Movie Club, the scout commissioner 
of greater Winnipeg, and the girl 
guide commissioner of Winnipeg. 


SENT LETTERS 


This gave Jim the opportunity 
then of sending letters to each of 


the organizations announcing the 
play-date of the picture, asking 
them to bring to the members’ atten- 
tion through bulletins or special an- 
nouncement of the playing of the 
picture. One result was a special 
bulletin being sent by the school 
superintendent recommending the 
picture for all students. 


So overwhelming was the re- 
sponse to the picture that the 
schools requested the theatre to hold 
a special matinee, and attendance of 
children and students at the theatre 
was tripled. 


Jim was fortunate in the fact 
that during the run of the picture 
there were a number of national 
magazine breaks. He took one of 
them, appearing in Time, and blew 
it up for use in his lobby. 


Jim’s work didn’t stop there. He 
made tie-ins with various stores, 
most important of which was the 
one with the Rolex Watch Co. This 
gave him co-operative newspaper 
advertising, and windows in numer- 
ous jewellry stores in the city. 
Eaton’s store in the city ran a 
special ad, 110 lines by three 


columns, plus a display in their 
jewelry window. The book depart- 
ment also went for a tie-in on the 
Everest book. A similar, but larger 
display was obtained in the Hudsons 
Bay Co. store. 


The picture received its best dis- 
play space in an Eastman Kodak 
store, in the heart of downtown 
Winnipeg, where the theme was 
that Eastman cameras were used to 
take “the highest photographs on 
earth.” 


At the Juncheon in Toronto honoring Charlie Doctor, second-time winner of the Quigley Award. Left to right—James R. Nairn, Charlie Doctor, 
Bob Eves, Mrs. Charlie Doctor, ad R. W. Bolstad. 
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MARTIAN MONSTERS, CANTOR CUTOUTS 
PANTING PETITIONS HIGHLIGHT TIEUPS 


From the subway in Toronto, 
monsters dressed in paper-mache 
Martian creature outfits and a Ger- 
man high altitude pressure suit 
came up the stairs at King and 
Yonge Sts. Everyone on the street 
stopped. 

They looked. They saw the mon- 
sters wearing advertising copy plug- 
ging “War of the Worlds” at 
Shea’s, Toronto. They were the 
-rain-children of Tiff Cook, Len 
Bishop and Win Barron of Para- 
mount. 


and cast was used. The first day the 
eyes were animated by having the 
eye-balls attached to a piece of 
spring steel giving a swinging mo- 
tion as the float went along. Cantor 
records were played between spiels. 
Tiff helped Russ McKibbin make 
up a novel display for “Beneath the 
Twelve Mile Reef” at the Imperial 
theatre, Toronto. An arrangement 
was made with the only Toronto 
diver to set up a display of his 
equipment on the mezzanine of the 
theatre. The equipment, valued at 


Monsters from another world emerge from Toronto’s new subway exit at King 
and Yonge Streets at rush hour to tell the people about ““War Of The Worlds”. 
The lad in the space suit is the publicity department’s new member, Pat Mcintyre 
and the monster following him, with a sign on his back, is Tiff Cook. 


Another street stunt was the 
placing of 11 six-foot cardboard 
flying saucers at busy intersections 
in the city. The front of these 
saucers carried the title of the pic- 
ture and on the back was lettered: 
$2 reward for this saucer if re- 
turned to Shea’s theatre, plus a 
double guest ticket to see H. G. 
Wells’ “War of the Worlds’ now at 
Shea’s.” Ads were placed in the 
newspapers in the classified section 
indicating the loss of these saucers. 
Eight news distributing trucks car- 
ried “War of the Worlds” cards 
with full credits tying in the 
picture with the pocket editions of 
the book, : 


DEALER TIE-INS 
The “Eddie Cantor Story” at 
Shea’s was plugged with record 
dealer tie-ins, as well as large float 
with an attached sound system. A 
large painted caricature of Cantor 
with a side piece with cut-out title 


$31,000 was set up as done on board 
a salvage boat. A 40 by 60 described 
the display and gave credit to the 
diver. An assortment of sponges 
added to the display. 

For four days prior to the open- 
ing, a sound truck with 24 sheets 
mounted, was used. A lobby sound 
effects record was used behind one 
of the reef displays. 


PETITIONS 


The playing of ‘Forever Female” 
at the University theatre, Toronto, 
inspired a petition from the male 
students at one of the Toronto 
collegiates. The petitions were; “We 
the undersigned male students at 
Riverdale Collegiate hereby affix our 
signatures to this petition urging 
the female students to remain FOR- 
EVER FEMALE by not wearing 
slacks, men’s shirts, loafers and in 
general male-looking apparel at 
every opportunity.” The petitions 
were placed on the back of one- 


sheets on the picture. The contro- 
versy set up by these petitions cir- 
culated at three schools, caused 
mention to be made in a teen-age 
column of a local paper. 

An American sailor carrying a 
large oversize postcard addressed to 
Mr. and Mrs. Movie-Goer with a 
message urging them to go over to 
Shea’s to see “Three Sailors and a 
Girl” provided promotion for that 
picture. 

Toronto theatres are continuing 
to make use of a tie-in with a local 
appliance dealer named George. He 
takes full-page newspaper ads and 
uses the title of a picture, naming 
the theatre where it is playing, as a 
catchline for his whole advertise- 
ment. 


COLUMNIST TELLS ALL! 
FURNBULL TURNS RED 
PULLS OTHER STUNTS 


Sharp guy that Paul Turnbull, 
manager at the Granada theatre, 
Hamilton. Especially with sharp 
redheads. 

During the running of ‘Three 
Redheads from Seattle,” he wired 
the local movie columnist he was 
sending over a “sharp redhead.” 
He told Turnbull okay. Over went 
a brunette usherette with the en- 
velope on which was printed: “Look 
inside for .. . The Sharpest Redhead 
in Town.” 

On the reverse side was some 
copy plugging a local beauty parlor 
which had paid for the envelopes. 

Anyhow, the columnist fell so 

hard for the gag he devoted half of 
his column to the gag, plugging the 
picture, all because Turnbull had 
spent 40‘cents to send the telegram, 
and enclosed, a red-topped thumb- 
tack. 
. Paul advises he and his assistant 
Dan Kniffen had to drink four cups 
of coffee to rid their mouths of the 
glue taste from licking the en- 
velopes, a thousand of which were 
distributed at a downtown corner 
of Hamilton. 


FISH SALE 

Then there was another off-beat 
stunt by Turnbull. He had the 
picture “Alaska Seas.” Kind of a 
“fishy tale,” you might say. 

Paul contacted a fish store and 
sold them the idea on a window tie- 
up. A sign post was erected in the 
background With the following 
arrows: 4084 miles to Fairbanks, 
Alaska — 3725 mileS%o Alaska Seas 
—“Alaska Seas” only Rulf a block 
to the Granada Theatre.\A show 
card placed nearby carried the copy: 
“Don’t miss the exciting story of 
the rugged lives of Salmon Fisher- 
men in ‘Alaska Seas’.” 

Across the front of the window 


was placed an enormous salmon, 
packed in ice in a long box. The 
salmon still had its head. This was 
quite a feat as most salmon shipped 
to Hamilton are decapitated before 
shipment, and arrangements were 
made with the shipper to send one 
with a head, and he obliged with a 
four-foot monster. Which, says 
Paul, “goes to prove even a ‘dead 
fish’ can be a crowd stopper.” 

There’s a gorilla loose, was the 
cry sect up in Hamilton when for 
six days Paul sent out a man dressed 
in gorilla costume for “Mighty Joe 
Young.” The gorilla went through 
all sorts of antics in Hamilton, 
being driven about the city by a 
truck completely bannered with 
copy for the picture. The gorilla 
performed in various crowded spots 
in the city for the benefit of all. 


TRICK DOG 


A cute street stunt with a man 
dressed in a cowboy suit, and a dog 
dressed in cowboy clothes plugged 
“Topeka.” Angle to the stunt, 
according to Paul, was the fact the 
dog was a circus dog, who did 
tricks, and walked most of the time 
on his hind legs. The dog’s western 


_ dress included a gun belt and 


holsters complete with two six- 
shooters. A sign tied to the dog’s 
back, read: “A Dog’s life isn’t so 
bad, ’cause I’m seeing ‘Topeka’ at 


the Granada.” The man carried a~ 


guitar case to which a_sign was at- 
tached with the copy: “Git along 
little doggie. Goin’ to see “Topeka’.” 

Four local florists co-operated on 
“No Time For Flowers.” Window 
cards bearing the copy: “No Time 
for Flowers. There’s always time 
for flowers when sent via Florists’ 
Telegraph Delivery Service. Don’t 
miss...” etc. 

Six ten-gallon hats were 
scrounged for staff members to 
wear in advance of “The Moon- 
lighter.” Around the band of each 
hat was copy plugging the picture. 

“Jennifer” messages were silk- 
screened in every available spot in 
the Granada previous to the run of 
that picture. For the dinnerware 
giveaways in advance of the pro- 
gram, the bags containing the give- 
aways were silk-screened. 


HEGGIE GAINS CREDIT! 


George Forhan, manager, Belle 
theatre, Belleville, held two show- 
ings on Easter Monday of his annual 
Easter cartoon shows. 


George reports this year, attend- 
ance was so good, he had to run two 
shows, and he established an at- 
tendance record. 


George credits booker John Heg- 


gie and assistant Gerrie Coffey for 
the fine program. 


+ 


Sees 


M_tainment... 


he 


Page 8 


f ke 


Dick Letts, sccond from left; Charlie Doctor, in centre; and Wally Hopp, second from right, with members of Vancouver 
Boys’ Ciub Association, inspect a model of new hospital unit for boys’ camp. Famous Players’ B.C. managers presented 
the association with cheque for $769 (see page 2). 


CAMPAIGN MAKES ‘WHOOPEE’ 
AS DICK ‘LETTS’ HIMSELF 
LOOSE ON ‘CANTOR STORY’ 


Dick Letts, manager, Strand the- 
atre, Vancouver, reports that while 
“The Eddy Cantor Story” wasn’t a 
critics’ picture, it was a picture the 
average movie-goer appreciates. 

Helping business however, was 
the campaign put on by Dick. To 
lead off, he used 10,000 throwaways 
on the street for two weeks in ad- 
vance of the playdate. These car- 
ried a caricature of Cantor with 
the word “soon,” utilizing the eyes 
of the caricature for the ‘‘o’s”. Then 
the copy: “‘a one in a million enter- 
about a one in a mil- 
lion guy.” The four-inch by three- 
inch card was decorated with a few 
musical notes, with copy in blue on 
a white card. 


All the downtown and suburban * 


Vancouver theatres ran a trailer 
preceding their intermission for two 
weeks in advance of the playdate, 
reading: “Intermission music from 
‘The Eddie Cantor Story.’ ...a 
wonderful Technicolor entertain- 
ment.” This was followed by a re- 
cording of the sound track promo- 
ted from Capitol Records. 

Dick decorated the theatre appro- 
priately. A display featuring a 
six-sheet cutout was used at the 
back of the candy bar. For three 
weeks in advance the entire office 
window of the theatre which fronts 
on a busy street was filled in with 
black painted beaverboard, on 
which the eyes and hands of Cantor 
and the copy: “Great! The Eddie 


Cantor Story. Technicolor. Com- 
ing” had been cut out. White sign- 
cotton was used as a backing for 
the cutout letters and the display 
was illuminated at night. 


STAGE SETUP 

Flittered eyes and hands against a 
black background were used on each 
side of the stage for two weeks in 
advance and spotlights illuminated 
these displays each time the foots 
were raised during the perform- 
ances. These carried no copy except 
the word “Coming.” 

Dick obtained seven window dis- 
plays, using stills and advertising 
sheets from the picture. 

The radio appropriation was used 
for a saturation campaign on the 
day prior to the opening on four 
radio stations, using the Warner 
Bros. transcription. The disc 
jockeys at all the stations co-opera- 
ted by giving innumerable plugs as 
they played the records during the 
engagement. 

For three days prior to the open- 
ing, and throughour the engage- 
ment, the city’s largest taxi fleet 
carried 100 bumper strips, neon 
red on black. On the canopy, even, 
Dick put up coming signs on the 
picture, tieing in with the eyes and 
hands. For his newspaper appropria- 
tion, Dick used a teaser campaign 
in advance. 

As Cantor once said, and we say 
of Letts’ campaign, “Whoopee.” 

\ 
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PERSONAL MENTION 
ITEMS-SHORTS-NOTES 


The boys from out west are not 
sending too much material. We 
have bits and pieces from the odd 
town, but the managers are not 
telling the rest of us what they are 
doing in exploitation. Let’s hear 
from you! 

Some of the gleanings, herewith: 
GEORGE FORHAN, JR. has been 
appointed manager of the Capitol 
theatre in Welland, succeeding 
JACK KNIGHT, who has resigned 
... Then HILARY HOWE, house 
manager of the Capitol theatre, 
Halifax, is proud father of a baby 
girl. Mother and daughter are doing 
fine, but father is trying to get his 
feet on the ground. . . A tear sheet 
from a recent Motion Picture Her- 
ald, by way of Walter Brooks, dir- 
ector of the roundtable, shows a 
layout of the pictures taken when a 
young girl took over CHARLIE 
DOCTOR’S Capitol theatre, Van- 
couver. (See our story elsewhere) 
..- RALPH CRAWFORD, mana- 
ger, Moose Jaw drive-in, sends along 
pictures of people attending the 
drive-in while snow is still on the 
ground. To accommodate the peo- 
ple, the attendants wear snow-shoes 
to get around. The theatre was 
opened during balmy weather, but 
a cold-snap struck in the middle of 
everything. 

LES MITCHELL, manager, Re- 
gent theatre, Brockville, sends along 
a clipping from an ad of his. He 
noticed from an advance bulletin 
that the newsreel would contain 
shots of the final Stanley Cup 
game. Les had special ads made up 


for insertion on the sports page 
. . . JIM CAMERON, Lakehead 
supervisor, sends along an editorial 
from the Fort William Times- 
Journal. The editorial mentions the 
newsreel at the Capitol Theatre, 
Fort William, containing the hydro- 
gen bomb explosion. The editorial 
describes the explosion as seen in the 
newsreel and the destruction 
wrought by the bomb. . . 
CHARLES DENTLEBECK of our 
organization was one of 26 mem- 
bers of the Society of Motion Pic- 
ture and Television Engineers 
chosen to receive a special SMPTE 
award. The award was made during 
dinner in Washington May 4th.. . 
Another item from LES MITCH- 
ELL at the Regent theatre, Brock- 
ville. Les had the co-ordinator of 
civil defense in his community 
send out a bulletin to his people, 
and contact the newspaper and 
radio for free publicity. A story 
appeared in the paper as a result. 


Two items from BUZZ BLON- 
DELL, manager, Paramount the- 
atre, Brantford. First are some pic- 
tures and tear sheets on ‘““Take the 
High Ground.” Buzz tied the pic- 
ture up with the local army unit 
recruiting drive. On opening day, 
members of the regiment were 
Buzz’ guests. On the second and 
third days of the picture, there was 
a two-column picture with story 
on the recruiting drive. Buzz also 
sends along some church bulletins 
containing announcements on 
“Martin Luther.” A display in a 
bookstore was also put in two 
weeks prior to playdate, and six 
days during the run of the picture. 
Buzz posted the one sheet and small 
bulletin cards on the church doors 
two weeks prior to playdate. 


Through some work of BILL 
TRUDELL and HAMMY BOWES, 
the Canadian Observer in Sarnia is 
to be more co-operative with the 
theatres. They are running time 
schedules of the pictures and in a 
column one of their reporters 
writes, Hammy was mentioned. 


JOLLEY PROUD 
OF NEWSPAPER TIEUPS 


A pretty proud man is Mel Jolley, 
manager, Century theatre, Hamil- 
ton. 

He has a weekly tiein with the 
Hamilton Review. Each week there 
is run a co-operative page of adver- 
tising, which plugs the theatre and 
its current program. The tiein is 
now in its second year. 

A saturation exploitation cam- 
paign was conducted by Mel for 
“Mr. Scoutmaster.” At the annual 
scouters’ dance, Mel obtained many 
free plugs in return for passes used 
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as prizes in spot dances. At the an- 
nual meeting of the boy scouts’ as- 
sociation in Hamilton, mention 
was made of the film and theatre. 
Headquarters of the scouts co-op- 
erated by sending out a bulletin 
plugging the film, and visitors to 
headquarters were reminded of the 
film as an appropriate cutout was 
placed there. Theatre parties of 
scouts and cubs were arranged. 


RADIO PLUGS 

Numerous plugs for ‘Here Come 
the Girls” were obtained by Mel on 
the local station. Tony Martin, one 
of the cast of the film, is featured 
on a daily radio program of the sta- 
tion, so the tiein was a natural. 
Then a special program was ar- 
ranged by Mel featuring songs by 
the four stars of the film. 

The appearance of Bob Hope in 
the film was no hindrance to Mel 
either. He arranged for plugs on 
the film to surround Hope’s morn- 
ing program, and bulletins were sent 
to 175 news dealers in connection 
with the picture’s showing and the 
appearance in the Saturday Evening 
Post of Hope’s biography. 


TRUDELL ROLLS DICE 
IN CONTEST RESULTS 
OF LUCKY SEVEN 


Each morning, Bill Trudell, sup- 
ervisor, Ontario ‘‘C” District, comes 
in, he rolls the dice, seeking the 
“Lucky Seven.” 

He has called his contest, begin- 
ning May 3, and ending July 31, the 
ILucky 7 Contest, in honor of the 
fact that seven theatres will be 
participating in the contest. His 
own Capitol theatre in London, is 
not a participant. 

Among those participating will 
be Buzz Blondell, Hammy Bowes, 
Bill Burke, Tom McKnight, Les 
Preston, Earl Scandrett, and Harry 
Wilson. 

Each one of the managers is be- 
ing given a scrap book, and Bill has 
told his boys, he doesn’t want any- 
thing fancy in the way of reports, 
just wants to have the books uni- 
form with a complete report of 
what they have done. 

Material for the scrap books will 
include promotion efforts, exploita- 
tion, free space in the local papers, 
tie-ups with merchants and stunts 
and public relations. 


TED DONEY 
PLASTERS GUELPH 


The city of Guelph, Ont., was 
plastered with one-sheets adver- 
tising ‘“‘Kiss Me Kate,” by Ted 
Doney, manager, Royal theatre, 
Guelph. 

Ted also arranged for 3,000 Life- 
savers to be given away in enve- 
lopes advertising the film. Store 
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A sudden cold snap at the end of April brought the temperature down to zero 
but P. R. Crawford, of the Moose Jaw drive-in equipped his ramp men with 
snow shoes and carried on. The stunt got space in the newspaper and business 
was fairly good despite the weather. 


tieups were arranged on the picture 
and scene mats off the theatre page 
were placed in the newspaper. 

Ted went after the short “Johnny 
Gets His Route” and arranged a 
special showing for the carrier boys 
of the Guelph Mercury of the film. 
The result was a one-column story 
and a two-column picture in the 
paper. 

Ted has continued with his “I 
Saw” contest, a contest now being 
conducted in Oshawa by Al Harts- 
horn. : 

TIEIN 

A three-column tiein was also 
made with the paper by Ted for 
“Long Long Trailer,” using the 
theme “Drive Safely, Save a Life.” 
Another tiein was obtained by Ted 
for “The Big Heat” when he 
brought in a fuel company to adver- 
tise the picture in the paper. A tele- 
vision store co-operated with Ted 
for a three-quarters of a page tiein 
on “Botany Bay.” 

An excellent public relations job 
was pulled by Ted when he arranged 
with the newspaper to run a five- 
column reader with picture on the 
theme “Royal Theatre in Forefront 
as Modern Theatre.” 

“Give a Girl a Break” said the ad 


paid for by a local restaurant. And 
from the picture of the same title, a 
plug was obtained for the film at 
the Royal theatre. 

A three-column picture on the 
front page resulted when the news- 
reel showed Prime Minister St. Lau- 
rent inspecting the crew of a naval 
vessel in Tokyo. A Guelph boy also 
appeared in the shot, and gave the 
newspaper an opportunity to help 
the Royal. 


COMMENDS PAPER 
WHO IN TURN 
COMMENDS AL 


Almost a half page was netted by 
Al Hartshorn, manager, Regent 
theatre, Oshawa, Ont., in the 
Oshawa Times-Gazette, when he 
wrote the newspaper a letter com- 
mending it fo their help in selling 
CinemaScope to the Oshawa public. 

An Esther Williams bathing suit 
giveaway resulted tm publicity for 
Al. For Mistress of Geremonies of 
the presentation at de kee Al 
had a popular women’s cormenta- 
tor from the local radio station. Not 
only did the commentator publicize 
the giveaway over her program \for 
three days in advance, but she also 


conducted a telephone interview 


with the winner over the air, the ~ 


following day. 

Although the local newspaper 
does not believe in selling an attrac- 
tion through the news columns, Al 
was able to sell them on the idea of 
placing a picture of the front of the 
theatre with the crowds standing in 
line waiting to get in. Al was able 
to include in the picture theatre’s 
sign and the marquee sign. 

Al has been able to sell the news- 
paper also on a “I Saw” contest. The 
announcement of the contest was 
made in a front-page two-column 
story in which the newspaper offers 
two guest tickets to the Regent for 
“unusual, interesting and colorful 
happenings.” Two guest tickets are 
offered the person who submits an 
item printed. 


WARD FILLS PAPER 
WITH PUBLICITY 


A two-page centre spread fea- 
tured Jack Ward’s promotion for 
“How to Marry a Millionaire” at 
the Seneca theatre, Niagara Falls. 

When Jack played “Martin Lu- 
ther” he obtained a lot of publicity 
in the local press. There were 
stories on the church page and the 
editorial page. And for three weeks 
in advance of the picture’s showing, 
publicity for the film was given 
from the pulpits of many Niagara 
Falls churches throuzh the co-oper- 
ation of the Ministerial Association. 

Large heads of a diver were 
placed by Jack on his marquee ¢o 
draw attention to his playing of 
“Beneath the 12-Mile Reef.” A 
large sponge, some shells and ma- 
terial local to Florida, were used in 
a window display to plug the pic- 
ture. 


OLD GAG 
WORKS WELL 
IN BELLEVILLE 


An old gag worked well for man- 
ager George Forhan, Bell theatre, 
Belleville, Ont., he reports. 

He took over an old store during 
the showing of “How to Marry a 
Millionaire.” It was empty. He 
covered each window with white 
paper. In each window there were 
six peep holes. One side had a sign 
“Girls take a look.” The other had 
a sign for boys. 

Displays in the window were 
lighted displays of 40 by 60 on the 
picture. 

A page-long three column ad- 
vertisement with a local appliance 
was also obtained by George. It was 
headed: “You don’t have to “Marry 

A Millionaire.” And taking the 
theme from there it went on to ex- 
pound the virtues of the picture 
and the appliances sold at the store. 


Page 10 


CUTOUT STANDEE FIGURES 
ATTRACT PATRONS’ ATTENTION 


When it comes to cut-out figures, 
Norm Gray, manager, Algoma 
theatre, Sault Ste. Marie, is tops. 

For each of three pictures, he 
Cesigned interesting figure standees 
for placement in front of the 
theatre. “Take the High Ground” 
showed a sad sack standing in front 
of the theatre, his arm outstretched, 
with copy reading: ‘Don’t be a sad 
sack” etc. “The Caddy” provided 
Norm with an opportunity to use 
a life-size cut-out of Jerry Lewis, 
dressed in caddy outfit pointing to 
the theatre suggesting “to tee off 
for a round of laughter and sing- 
ing.” It’s a Whale of Story with a 
Whale of a Cast” suggested the 


standee in front of the theatre for 
“All the Brothers Were Valiant.” 
It showed a sailor in a boat, on top 
which was a whale. 


The radio tie-ups made by Norm 
are also note-worthy. Look at the 
run-down for ‘“‘The Robe.” All the 
disc-jock shows used music from 
the film with tag lines crediting the 
theatre. The deejays used different 
types of quiz programs to spark 
interest in the film, saturating their 
programmes with gimmicks and 
plugs for the film. A full pro- 
gramme of music from the film was 
featured on a 45-minute show for 
the ladies. 


SINATRA INTEREST 

“From Here to Eternity” pro- 
vided the peg for a half hour pro- 
gram under a local sponsor at a peak 
listening period of the station. The 
show featured music of Frank 
Sinatra, building up to his record- 
ing of the picture’s title. Every 


\- 
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conceivable quiz was used to high- 
light interest in the film. In addi- 
tion to this program, every one of 
the cisc-jockeys played the title 
music on their programs. Indicative 
of the interest built up in the pic- 
ture through the shows, during one 
12-minute period, three people at 
the station answered 478 phone 
calls, calls made in answer to a quiz. 


Then there was Norm’s promo- 
tion for “How to Marry a Million- 
aire.” This time, a disc-jockey 
asked people to phone him and tell 
how they could marry a millionaire. 
A program taken from a local res- 
taurant also had a gimmick on the 
picture. Two women were to com- 
pete for prizes by giving their par- 
ticular ideas as to how they would 
go about marrying a millionaire. 
Their reaction put the whole res- 
taurant, and the listening audience 
into an uproar. The women were 
middle-aged. The winner was 
treated to a steak dinner, and the 
services of a limousine and chauf- 
feur, and two tickets to see the 
picture. 


Like the “Little Boy Lost” in the 
picture of the same name, Norm 
had a small boy act out the part 
for a radio program. The boy was 
left in his carriage outside the res- 
taurant from where the weekly 
radio program was aired. There was 
developed an interest in the boy 
sitting in his carriage. Brought into 
the restaurant, the boy explained 
his problem, his interest in his 
gloves and the loss of his daddy. 

A 15-minute promotional show 
for “Beneath the 12 Mile Reef” 
sponsored by a Sault meat market 
was plugged 30 times during the 
day of the show by the radio sta- 
tion. The station used bubble 
effects during the breaks simulating 
an air diver working under the 
surface. Sea music was used by the 
deejays to promote the picture the 
day of the show. 


DIVER COSTUME 


The theatre had one of its staff 
dressed in diver’s costume. He was 
taken to the station to be inter- 
viewed by a deejay. At the end of 
the program, there were phone calls 
from people wanting to see the 
diver. The diver was made available 
to be seen outside the radio station, 
of course. All good promotion for 
the picture. 


An unusual tie-up was worked 
for ‘Here Come the Girls.” Norm 
arranged for a card to be placed in 
the window of a bakery. It read: 
“Girls! Want a slender figure? 
Don’t give up Hope. Try our 
calorie free Hovis Bread. Where 


A novel bakery ticup that can be used on any Hope picture. 


WANTA SLEN | 
DONT GIVE Ur ee 


HERE 
ES 


It was one of 


the many stunts devised by Norm Gray, of the Soo. 


there are girls, there’s always Hope, 
Bob Hope, that is.” 

For all the pictures mentioned 
here, Norm arranged various win- 
dow tie-ups. Norm borrowed furs 
and diamonds for his cashiers to 
wear before the showing of “How 
to Marry a Millionaire.” A natural. 
A boy with golf sticks putted a 
ball around town in the deep snow 
for “The Caddy.” ‘“Mogambo” 
was tied in to a fur store which dis- 
played a leopard skin, flown to the 
Soo especially for the display. 


STAGE STUNT 


Norm arranged for a week and 
a half in advance of the opening of 
“From Here to Eternity” for a 
special stage stunt. It was used at 
openings and at the evening break. 
A standee was erected on the stage, 
with a cutout of Sinatra. After all 
the patrons were seated, the house 
lights were cut out and the foot- 
lights turned up and a spotlight 
from the standee carrying the open- 
ing dates moved slowly across the 
letters advertising the picture. All 
the time, the record “From Here to 
Eternity” was played. 


TEASER ADS 
SPARK ‘BOY LOST’ 


Bill Trudell, supervisor in Lon- 
don, dreamed up a neat bit of 
teaser copy for “Little Boy Lost,” at 
the Capitol theatre. 

For two days in advance of the 
picture’s opening, Bill ran a small 
silhouette of Crosby and the boy 
with teaser copy throughout the 
paper. No mention was made of 
the piture’s title, but Bill felt he had 
worked up sufficient interest. 

For the opening he used a per- 
sonal advertisement addressed to the 


patrons. Bill advised his patrons that 
while trying to make up an ad for 
the film, he became so engrossed 
with the heart-warming picture, 
“J just had to put myself right in 
the ad to tell you about it.” 

So he used a picture of himself, 
and his copy went on to extoll the 
virtues of the picture. At the right- 
hand corner of the ad was the now 
familiar silhouette of Crosby and 
the boy run during the two previous 
days. 


EMBARASSING ‘HOWE’ 
THESE THINGS CAN BE! 


Add this story to embarrassing 
moments for F. Harrison Howe, 


Manager, Paramount, Saint John, 
N.B. 


Now Harrison in his 22 years in 
the business has gone before many 
audiences to draw out names from 
a barrel or similar container. He has 
read out endless variety of names. 
But this time, the result was 
different. 


He was asked to officiate at a 
drawing of the Kinette Club in 
Saint John. 

An usher, Charles Hoyt, reached 
into the big drum, and pulled forth 
a slip of paper. 

Harrison took it. Gulped. He 
turned white. And screamed out, 
“It can’t be.” 


He explained to the audience and 
insisted the ticket go back into the 
drum, and that he draw another. 
The audience screamed “No.” 
Harrison, as a result, has himself a 
new suit. Why? 

Well, Harrison bought a ticket 
on the drawing, and the name on 
the slip of paper was that of his 
16-year-old daughter, Sandra. 


$100G RENOVATION OF ST. JOHN HOUSE 
CAPTURES TWO-PAGE NEWSPAPER SPREAD 


Jim Mitchell, manager, Capitol 
theatre, Saint John, N.B., took the 
opportunity presented through the 
$100,000 renovation of his theatre 
to acquire two pages of publicity 
in the newspapers in connection 
with the reopening of the house. 

The lead-story in the Evening- 
Times-Globe describes the renoya- 
tion jo done by the theatre, along 
with a three-column picture of the 
theatre. An eigh:-column head was 
placed over the story on the house’s 
opening, reading, “Capitol Theatre, 
N.B.’s Largest, Completes $100,000 
Renovation.” 

The lead of the story, tells what 
we are sure Jim would have liked to 
have hollered across the city from 
the rcof of the theatre. It reads: 
“New Brunswick’s largest motion 
picture theatre is now ranked 
umong the most modern.” 


TELLS STORY 
The theatre was opened in 1913 


as the Imperial, but was renamed in 
1929, and the story then tells in 
detail just what work was done, all 
under the supervision of Jim. 


Among the many extensive reno- 
vations are new theatre seats, new 
stage drapes, a variety of light fix- 
tures, new auditorium flooring, 
completely tiled and equipped men’s 
and ladies’ washroom facilities, new 
lobby flooring, an attractive candy 
bar, relocation of the box-office, and 
new entrance doors. 


The stories in the paper also tell 
of the orchestra which once played 
in the theatre, a description of the 
theatre’s original opening, a story 
on perscnable Jim Mitchell, and a 
story on stage-manager Frank J. 
Fitzgerald. 


Decorating the two full pages, 
were ads from various firms contri- 
buting to the renovation of the 
theatre. 


JEFF OFFERS CAKE 
RECEIVES BITTER PILL 


Strange are the ways of people, 
so Clare Jeffrey, manager, Capitol 
theatre, Sudbury, has’ discovered. 

A manager will do plenty of 
scratching of the head trying to 
work out ways he can tie exploita- 
tion to a picture at the theatre. 
Then comes one of those naturals, 
as it happened to Clare. 

He had a short which dealt 
specifically with the operation of 
airways company operating out of 
Sudbury. He approached the com- 
pany for some help in the way of 
exploitation. They shook their heads 
in disapproval. 

With that facing him, he tried 
every tactic. No dice. Finally he 
approached them through the news- 
paper, and the answer from the 
company was that they did not care 
to commercialize on it as they had 
all they could handle in the way of 
business and just couldn’t be 
bothered. 


CO-OP ADS 


Oh, well, Clare had better luck 
elsewhere on other promotions. He 
was able to promote a full page of 
co-operative advertising in connec- 
tion with the showing of ‘Knights 
of the Round Table.” This was in 
the face of some work being done 
for an ice show by the newspaper 
also after the advertisements. The 
newspaper had taken all the easy 
pickings. 

A contest display was set up in 


front of the windows of Wool- 
worth’s, Kresge’s and four promin- 
ent drugstores offering passes to 
lucky winners on a free draw. Both 
radio stations in the city carried two 
15-minute personal interview re- 
cordings of the stars of the picture 
without charge to the theatre. Spot 
announcements supplied by the film 
company were used for the regular 
spot announcements. 


A large co-op ad was arranged by 
Jeff for the showing of “How To 
Marry A Millionaire” with the 
Buick dealer who offered “A Million 
Dollar Ride.” A jewellry store also 
cc-operated with an ad. 


RADIO PUBLICITY 
SELLS HOPE'S ‘GIRLS’ 


While many of the theatres in the 
circuit were probably able to obtain 
tieups with the Curtis Distributing 
Co. during the run of ““Here Come 
The Girls,”’ with Bob Hope, because 
of the magazine serialization of his 
story, none, believes Bill Wilson, 
manager, Paramount theatre, Ed- 
moenton, obtained the amount of 
radio publicity he obtained. 


The publicity on the radio sta- 
tion, according to Bill, was all 
gratis. 


The distributing company had 
copy on the side of their truck for 
two weeks, one week prior to the 
run, and one week during the run 
of the picture. 
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To help sell ‘Paratrooper’ Eddie Newm 


for the two weeks of the engagement 
from Camp Shilo were on duty to explai 
patrons. 


Diesel operated spotlights were operated in front of the theatre every night of 
the engagement and could be seen aiexer greater Winnipeg. 


A 


an, of the Met in Winnipeg, secured the 
full co-operation of the Army. One of the displays one week in adyance and 
was a model jump tower. Paratroopers 
n the displays and operate the tower for 
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SOO CATHOLIC CITIZENS PUBLICLY HONOR 
OLGA SHARABURA, ORPHEUM MANAGERESS 


Olga Sharabura has done some ex- 
cellent public relations work among 
the citizenry of Sault Ste. Marie, 
where she is manageress of the 
Orpheum theatre. This was ack- 
nowledged recently when during a 
charity performance she was given 
a bouquet of flowers, and thanked 
publicly by a leading member of 
Catholic community for her -work 
among the Catholics of the Soo. 

She looked forward to playing 
“Botany Bay,” because she felt she 
could do a real job of promotion on 
the film. And well she did. 

She started her campaign three 
weeks in advance with a 24-sheet 
posted on the main street and four 


one-sheets on the outskirts of town, 


window cards, and she describes as 
wanted cards. These, placed in bar- 
ber shops, pool-rooms, cigar stores 
and sport shops, read: “Wanted 
hearty adventurers to join Alan 
Ladd and James Mason on their 
perilous voyage to “Botany Bay.” 
For further details inquire at the 
Orpheum theatre.” 


HANDBILL SUCCESS 
Olga received many requests for 
a handbill she had distributed. The 
handbills headed ‘Are you a good 
sailor?” listed-a number of nautical 
terms and defied the person reading 


them tofdefine each of the terms. 
Bi tert dollars were spent by Olga 


“for a record of various calls made at 


‘sea. One of the local radio announ- 


cers, a former navy type, cut the 
disc for Olga against a background 
of bells. He changed his voice to 
sound like an old-time sea-faring 
captain, and the record was played 
over the public address system to be 
heard on the street. This attracted 


— attention to the theatre. 


A tonnage-guessing contest was 
conducted by Olga. She placed a 
model of a ship in the window of a 
restaurant, and painted the name 
Botany Bay on it. Free passes were 
offered to persons guessing the cor- 
rect tonnage. — 

A plucky girl that Olga. Nothing 
disheartens her, because she has in- 
genuity. She sought an anchor, but 
wasn’t able to obtain one, and in its 
place obtained a rusty old cannon, 
placed in front of the theatre. 


SPLASHY FRONT 


A bold, splashy front was con- 
structed by Olga. Navy flags were 
draped on the front. A three-sail 
display was placed atop the mar- 
quee. The top sail had the skull and 
cross- bones, the centre ‘Botany 
Bay” in Technicolor, and the lower 
sail, ‘Ahoy. Alan Ladd and James 


Mason clash on the high seas in 
Botany Bay.” 


The candy bar was dressed in 
flags and a background of a ship, 
sea gulls and a huge rope-like 
Botany Bay sign. The staff was also 
appropriately dressed. A navy cap- 
tain’s uniform was obtained for the 
doorman, and an usher was sent out 
in 18th Century sailor’s outfit with 


appropriate copy. 


Olga also arranged for a full page 
of co-operative advertising. 


She invited the sea cadets, and 
they paraded to the theatre. They 
were a traffic-stopper. Other guests 
at the theatre were some Indian 
children from the Indian school. Of 
the experience seeing the children in 
the theatre, Olga writes: “It did my 
heart good to see their young faces 
beaming.” Many of the children 
had never seen a movie before. 


Attractive window displays were 
also obtained on the picture by 
Olga. 


-McDONOUGH UTILIZES 


COOP NEWSPAPER ADS; 
INVITES OLD LADIES 


A kitchen display in the lobby of 
the Tivoli theatre, Hamilton, was 
arranged with seven dealers by Jim 
McDonough, each of whom gave 
the theatre a full one-sheet display 
in their windows. 


The dealers co-operated too, to 
place a 750-line advertisement plug- 
ging the picture ‘““How To Marry A 
Millionaire.” Jim arranged for the 
dealers to benefit through a lobby 
display of kitchen equipment. 


OLD LADIES 


An inyitation by James to the 
Old Ladies’ Home to the theatre 
during the run of “The Robe” gave 
Jim a photo story in the paper, as 
well as a plug on the radio during 
the news. 


To assist “Twelve Mile Reef,” 
James dreamed up a “gag” radio 
campaign with a deéjay. They tried 
to find a “live” octopus for a lobby 
display. A comedy job was done, 
and of course. theatre credits were 
tied into the gags, all at no cost. 


Male Gnterest was awakened in 
the picture through an interesting 
display of deep-sea fishing equip- 
ment, with similar displays set up 
in/a couple of sports equipment 
stores. A humourous column from 
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IVING YOUR OLD 
CENSE PLATES 


=, 84th a, 


Here’s how Bob Harvey, of the Capitol theatre, North Bay, helped out with the 


Variety Club’s drive for scrap metal. 


Jack Bridges, of the Victory theatre, Timmins, figured that if Fox could use 
pictures of Marilyn Munroe with the new lens, he could get publicity with a 
local pretty in the same way. He did! The stunt was to call attention to the 


installation of CinemaScope. 


the Hamilton theatre managers’ 
friend John Robinson, resulted 
when McDonough found a 
sponger” who was supposed to have 


“true 


been a sponge diver. 


Two window tie-ups resulted for 
the date of “Plunder in the Sun” 
because the travel agencies were 
featuring air trips to Mexico, the 
locale of the picture. 
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